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Retail Without Walls: the built impacts of a post-spatial retail reality 
seeks out a better understanding of the physical outcomes of a retail 
environment that is rapidly changing and adapting to the demands of 
an increasingly digital consumer. As studies have repeatedly shown, foot 
traffi  c in malls and other physical stores continues to decline, which can 
be attributed to the rise of online platforms of retail. 
Much of the thought going into the future of retail has been directed at 
understanding how the present store may adapt to suit the needs of a 
changing consumer buying process. Companies driving these studies 
have a vested interest in maintaining the physical presence of retail stores. 
While this thesis utilizes statistics to understand the spatial reality of 
retail, it does not seek a sentimental approach to maintaining a currently 
oversaturated retail presence.
A B S T R A C T
viii
Aft er years of increasingly aggressive physical retail construction, a pinnacle to the presence of physical stores 
has been reached. Understanding that the prodigious footprints that have taken over the landscape have a fated 
future, this thesis aims to understand how both the urban and rural fabric may respond to the changing nature 
of retail and the mutations that this brings upon each respective reality. Th e thesis situates itself as projective 
understanding of the potential trajectory of the built environment as it pertains retail.
Th rough four distinct nodes within diff erent locales, a cross section of the city is established. Th is cross section 
looks at the city core, a midtown condition, suburbia, and a rural condition. Th rough these four portions of the 
city, the project is able to create a comprehensive analysis of various trajectories for the breadth of the built retail 
fabric. Each portion of this cross section has been specifi cally chosen as a descriptive example of the relative 
portion of a city, regardless of specifi c application.
Th e city core portion of the project situates itself in the Meatpacking district of New York City. Th is area has 
become a robust retail environment that is more catered to the sensibilities of the local consumers of New 
York. Th is area of the city does not have the tourist presence that is apparent on Fift h Avenue. Th e Meatpacking 
District does not have the draw that other locations do have.
Th e midtown lens focuses on the Kansas City Country Club Plaza. Th is location was one of the original regional 
shopping destinations. Th is shopping center was designed to accommodate the increasing use of automobiles 
as people moved out to the early suburbs that surround this part of the city. Where prior models of retail had 
less need for the automobile, this model incorporated the destination eff ect of shopping, while maintaining a 
pedestrian quality once reached by automobile.
Th e suburban portion of the thesis locates itself at the site of the Gateway Mall in Lincoln, Nebraska. Th is mall 
was the original mall location in Lincoln, and it was the main economic driver that led to a demise of the city 
center retail that had dominated the city in the years prior to the construction of the mall. Th is location was built 
on the outskirts of the city and suburban housing soon followed and fl ourished.
Th e rural section focuses on a new form of development that understands the potentials of a population cluster 
built on the premise of a Post-Spatial retail environment. Th is portion is a tabula rasa for the development of the 
retail realities of the future, a retail that responds to the needs of a consumer centric society rather than to the 
vernacular of the historic city, liberated from forms of consumerism, but tied inextricably to consumption. Th is 
tabula rasa provides the ability of the city to liberate itself from the concretely capitalistic city.
Retail Without Walls: the built impacts of a post-spatial retail reality does not prescribe a specifi c architecture 
that will be the future of retail. Th e thesis seeks a better understanding of the spatial consequences of a Post-
Spatial retail environment. Th rough a matrix of depictions, a commentary on the capitalistic city is established so 
as to create a dialogue about what has long been a driver of the development of the built environment.
1Retail has become so pervasive to American culture that it is 
unimaginable to separate social event and spectacle from the insertion of 
retail. History has watched retail move from downtowns and city centers 
made possible by the train, to the strip created by the car, to the massive 
isolated locations in the outer rings of cities initially anticipated by Victor 
Gruen; and time will watch retail move to uncharted territories forged by 
catalysts such as online retail. Each one of these relocations has evolved 
from technological and social changes. 
p r e f a c e
1. Dunham-Jones, Ellen, and June Williamson. Retrofi tting Suburbia: 
Urban Design Solutions for Redesigning Suburbs. Hoboken, NJ: John 
Wiley & Sons, 2009.
2. Rem Koolhaas, et al., Th e Harvard Design School Guide to Shopping, 
2001.pr
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2Th e vibrant social landscape once inherent in the 
retail environment, however apparently artifi cial, 
is quickly devolving in part by online retailing. 
Th e anticipatory collapse of the current physical 
retail establishment assumes an America with 
an exceedingly diminished social landscape or 
at the very least a drastically altered one. Online 
retailing presents a potentially vapid social 
atmosphere with the separation of public space 
and retail. While it is very unlikely that brick and 
mortar stores will ever cease to exist entirely, their 
current structure, appearance, and social infl uence 
will undoubtedly be challenged and ultimately 
changed drastically in forthcoming years.
 
Gruen utilized the act of shopping as a catalyst 
for the creation of his enclosed city centers of 
suburbia. With the consistent increase in the 
proportion of sales being made online, there is 
the concerning threat to Gruen’s once lively social 
creation. To be able to conserve the last remnant 
of physical social landscape there are a few options 
to counteract the shift  to online retail. Th ese 
options include adaptive reuse of the current retail 
landscape, variance in programs surrounding 
retail, create alternative public landscapes, or 
implementing a new model of retail which is able 
to catalyze a social space that derives itself from a 
new type of retailing experience with new types of 
retail spaces.
Ellen Dunham-Jones asserts in her book Retrofi tting Suburbia: Urban Design Solutions for Redesigning Suburbs 
that, “malls are dying faster than they are getting built.” She additionally suggests that, in suburban settings, 
the mall becomes the social space for suburbanites and that commerce had become a substitute for truly social 
spaces that had previously been off ered in the downtowns and Main Streets of the past.1 To what point does it 
become benefi cial to try and save the fl ailing past models of retail? Simple adjustments to the current way of 
doing things only appear to be bandages, haphazardly applied to the wounds that ail the current retail landscape.
While many architects and designers shy away from retail, this type is the future of the city and it is rapidly 
changing the way in which cities will be planned in the future. Retail, until now, has been the catalyst for 
urban development. Th e Harvard Design School Guide to Shopping noted that “Shopping is arguably the last 
remaining form of public activity. Th rough a battery of increasingly predatory forms, shopping has infi ltrated, 
colonized, and even replaced, almost every aspect of urban life.”2 While containing some positivity for shopping, 
this quote also criticizes the consumption of culture by the act of shopping. Shopping, in the contemporary sense 
is both the catalyst for urbanity as well as the death of the same urbanity.
“ S h o p p i n g 
i s  a r g u a b l y  t h e  l a s t 
r e m a i n i n g  f o r m  o f  p u b l i c 
a c t i v i t y .  T h r o u g h  a 
b a t t e r y  o f  i n c r e a s i n g l y 
p r e d a t o r y  f o r m s ,  s h o p p i n g 
h a s  i n f i l t r a t e d ,  c o l o n i z e d , 
a n d  e v e n  r e p l a c e d ,  a l m o s t 
e v e r y  a s p e c t  o f  u r b a n 
l i f e . ”
- Rem Koolhaas, et al, The Harvard Design School Guide to 
Shopping, 2001.
3Retail can be defi ned in many ways based on various types of selling 
methods and formats. Retail, according to the Oxford Dictionary, is: 
“Th e sale of goods to the public in relatively small quantities for use or 
consumption rather than for resale.”3  Th e United States Census Bureau 
defi nes retail as, “Th e Retail Trade sector comprises establishments 
engaged in retailing merchandise, generally without transformation, and 
rendering services incidental to the sale of merchandise. Th e retailing 
process is the fi nal step in the distribution of merchandise; retailers are, 
therefore, organized to sell merchandise in small quantities to the general 
public.”4 Neither of these defi nitions provide the prerequisite of a physical 
store to be considered retail. For simplifi cation and clarity, retail can be 
divided into physical and non-physical sales.
What the traditional defi nition fails to identify is the phenomenon of the 
sale of experiences rather than that of just physical goods. Th e Census 
Bureau hints that services are included in the retail sector. Recent trends 
indicate that the population of Millennials is increasingly more likely to 
spend their money on events and activities rather than physical things in 
the manner that their predecessors, the Baby Boomers and Gen X, have 
spent.5 Physical locations devoted to the sales of experiences have begun 
to inhabit the locations once devoted solely to the sale of goods.
Up to this point, the defi nition of retail includes the sale of goods to the 
public, both in the physical brick and mortar store as well as the digital 
e-commerce store. Th ere is a physical and a non-physical store. Within 
the physical store, there begins to be positioned the diff erentiation 
between experiential retail - leisure and event retail, and the retail of 
goods - traditional retail. Experiences, such as rock climbing walls as one 
example, may be added to traditional retail environments to garner more 
interaction and interest with environments such as brick and mortar 
sporting goods stores. Retail of this type may even focus more intently on 
the experience to the point of near abandonment of the sale of goods.
3. Oxford Dictionary, https://en.oxforddictionaries.com/defi nition/retail.
4. US Census Bureau, “2012 NAICS: 44-45 - Retail Trade.” http://www.
census.gov/econ/isp/sampler.php?naicscode=44-45&naicslevel=2#.
5. Nielsen Company. 2015. Th e Future of Grocery. Retail Trends, Th e 
Nielsen Company.
6. Crawford, Margaret, “Th e World in a Shopping Mall,” Variations on a 
Th eme Park, ed. Michael Sorkin (New York: Hill and Wang, 1992), 20.
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4With these clarifi cations of retail in mind, the further discussions of retail 
can be more fully understood as a largely encompassing entity. Retail, 
in its totality is very broad and expansive. Further chapters will attribute 
trends throughout history to the developments of various models of 
retailing.
Th e successive chapters aim to study a currently unrealized retail format, 
which is anticipatory of the current social and technological trends. 
Following will be studies on innovations in the retail industry and how 
they have altered the trajectory of the physical store throughout the 
course of history. Innovations have had drastic alterations to the ways in 
which people buy things, and arguably it has altered how the city has been 
formed, understood, and experienced.
Th e historical implications of innovations, whether successful or 
otherwise, allows there to be situated the innovations which may aff ect 
the current retail landscape. As clarity of infl uential factors is refi ned, 
new emergent relationships of the retail landscape and the public begin 
to defi ne a new retailing experience much in the same way that previous 
models had transformed.
Understanding that there is 
such a breadth of retail formats 
and types allows one to identify 
characteristics from each category 
that facilitate future shift s of the 
architecture associated with retail. 
Defi ning elements from each 
category and their relationship to 
the physical shopping experience 
determines which categories will 
be most aff ected by shift ing trends 
in technology and the resultant 
physical store manifestations.
Th e development of an argument 
for the future of retail architecture 
demands the broad understanding 
of retail laws. Margaret Crawford 
writes that, “Reilly’s Law of retail 
gravitation, which posits that, all other factors being equal, shoppers 
will patronize the largest shopping center they can get to easily.”6 Th is 
statement asserts that shoppers want a shopping experience to be 
convenient. Th is law, however, fails to capture the emergence of online 
retailing, which may be considered the largest, most easily accessible 
shopping center.
“ R e i l l y ’ s  L a w 
o f  R e t a i l  G r a v i t a t i o n ,  w h i c h  p o s i t s 
t h a t ,  a l l  o t h e r  f a c t o r s  b e i n g 
e q u a l ,  s h o p p e r s  w i l l  p a t r o n i z e  t h e 
l a r g e s t  s h o p p i n g  c e n t e r  t h e y  c a n 
g e t  t o  e a s i l y . ” 
- Crawford, Margaret, “The World in a shopping Mall,” Variations on a Theme 
Park, ed. Michael Sorkin (New York: Hill and Wang, 1992), 20.
5pr
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It is through retail that the capitalistic American city has been established 
and defi ned, and it will continue to be defi ned in this same manner. As 
history has proven, technology has immediately shaped the way in which 
the retail environment is understood and manifested. Th e transformations 
incurred to the retail environment have profoundly shaped the 
development of cities and the interaction of culture, in the apparently 
artifi cial social spaces craft ed by retailing. As current advancements have 
arguably rendered the recently prodigious footprints of retail incapable 
of supporting the retail market moving forward, there is an anticipated 
transformation to the physical shopping experience in the foreseeable 
future. Current technology (i.e. internet shopping, expedited delivery 
systems, diff erentiated transportation modes, etc.) off ers a presumably 
stark contrast to the historically tangible retail environment. As of yet, the 
manifestation of an architecture informed by these technologies has not 
made itself apparent in the retail environment.
In what ways may the physical shopping experience of the future 
eruditely transform to suit the needs of emergent technologies and social 
commonalities?
6C i t y  =  U r b a n  L i f e
r e t a i l
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R e t a i l  >  “ s o c i a l ”  s p a c e
8R e t a i l  =  2 / 3  o f  U . S .  G D P

H i s t o r y  o f 
s h o p p i n g
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Harvard’s design school, under the supervision of Rem Koolhaas, looked 
in depth at shopping and the architectural implications of this fi eld. 
Th is design guide rose out of another course and book which Koolhaas 
orchestrated, called Project on the City. Th is studio understood how 
the city came into being and what made it thrive. Th e course identifi ed 
that shopping had a major infl uence on the way cities were designed 
and understood. It was out of this course that Koolhaas conceived of the 
Harvard Design School Guide to Shopping.
Th is design guide was not intended to be a projective guide to 
understanding the future of retail architecture. Rather, this design guide 
is understood best as a narrative on the study of retail and its architecture. 
Th e guide understands the increasing relationship of public life to that of 
shopping.
Topics in the design guide look at factors which have aff ected retail and 
altered its course during the expanse of history. Th e guide covers topics 
such as the introduction of the escalator and the air conditioner into 
shopping environments.
H a r v a r d ’ s 
G u i d e
- Rem Koolhaas, et al., Th e Harvard Design School Guide to Shopping, 
2001.hi
sto
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Th e design guide, in its initial chapter, establishes a historical reading of 
retail. Th rough the studio’s presentation of the retail timeline, it becomes 
apparent that a multitude of factors have diverted the ways that retail has 
been understood and conceived of.7 Recent history off ers technological 
innovations such as the Point-of-Sale (POS) register or the escalator, 
which have altered the way that the store performs and is designed. Th e 
following pages provide altered and updated illustrations which the 
Harvard Design School Guide to Shopping had presented.
Th is project focused on shopping and the city opens up a dialogue about 
the way in which the city is truly perceived. Chapters from the design 
guide provide insight into the placeless quality which shopping has 
created.8 Th ese ideas had previously been identifi ed and studied by groups 
such as Archizoom, which will be further examined.
7. Rem Koolhaas, et al., Th e 
Harvard Design School Guide to 
Shopping, 2001.
8. Ibid, 
2 0 1 4 :  “ A s  c o n s u m e r s 
i n c r e a s i n g l y  e n g a g e  d i g i t a l l y 
a n d  m a k e  f e w e r  t r i p s  t o 
s t o r e s  a n d  m a l l s ,  t h e r e  a r e 
s e r i o u s  q u e s t i o n s  a b o u t  h o w 
b r i c k - a n d - m o r t a r  s t o r e s 
t h a t  w e r e  o n c e  t h e  c e n t e r  o f 
c o n s u m e r i s m  w i l l  t r a n s f o r m . ” 
- Jeremy Bogaisky , “Retail In Crisis: These are the Changes Brick-and-Mortar Stores must make,” Forbes Business, 
12 February 2014.
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Looking specifi cally at the historical range from the mid 1800s until now, 
what becomes identifi able are retail formats that range in formal qualities, 
related to emergent technologies and advancements during the respective 
time periods. While there are numerous forms of retail that occur from 
1850 until today, four models seem to dominate the overall understanding 
of retail and its relation to the city and American public life. Th e four 
emergent models are: the department store dominated city centers, car 
oriented strip, the suburban located enclosed shopping malls, and the 
massive peripheral category killers.
Th is range of retail history is necessary to understanding the ways that 
the architecture of retail changes based on various stimuli. Th e 160 year 
stretch witnessed large numbers of innovations that directly aff ected how 
selling has been done and how people have gotten to the goods that they 
have needed.9 Th e overall layouts and physical features of stores have 
proven to have diversifi ed over this stretch of history in ways not seen 
previously.
Overlaying two timelines presented by Th e Harvard Design Guide to 
Shopping, what becomes apparent is the relationship between the timing 
of certain inventions and the development of new models of retail. Th e 
transformations establish a rhythmic reifi cation of new store models. 
Th ese new store models attend to the demands of changing stimuli at 
individual scales, city scales, and national scales.
Th e individual characteristics associated with each successive formation 
will be analyzed in further detail in the following pages. Th is analysis 
seeks to understand the implications of the transitory nature of retail on 
individual store forms, the relative density of development, and its impact 
on city form. Th is understanding gives clarity and provides a base for the 
anticipatory projection of the possible retail model of the future.
9. Rem Koolhaas, et al., Th e Harvard Design School Guide to Shopping, 
2001.
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10. Rem Koolhaas, et al., Th e Harvard Design School Guide to Shopping, 
2001. 337.
11. Hardwick, M. Jeff rey., and Victor Gruen. Mall Maker: Victor 
Gruen, Architect of an American Dream. Philadelphia: University of 
Pennsylvania Press, 2004. 42.
12. Ibid. 43.
In many respects, the department store can be attributed to the beginnings 
of modern consumerism. It was during the time in which the department 
store began to increase in popularity that there was an aggrandizement of 
the act of shopping. Th e Industrial Revolutions created the ability to mass 
produce merchandise at much more rapid rates than before. Th e ability of 
businesses to unify brand and off er assorted ready to wear items lead to 
their grand success.
Th e emergence of the department store coincides fairly directly with the 
development of the train as a means of transporting people to the City 
Centers. Although the train was not the sole factor leading to the rise 
of the department store, it was a strong means by which the notion of a 
new shopping experience was able to take rise in many American cities. 
With the concentration of people around transportation services, the 
department store proliferated because of the many goods contained in one 
location.
Th e department store is characterizeed by its large physical volume, which 
houses various diff erent types of goods that are divided into departments. 
Th e introduction of the escalator and the elevator had an early aff ect on 
the vertical nature of the department store. Th e ability to transport people 
across numerous levels easily and without climbing stairs impacted the 
overall construction of stores during the time of the dominance of the 
department store. Th e escalator also provided a means to have a diff erent 
form of visual connectivity within the confi nes of the buildings.
D e p a r t m e n t 
S t o r e s
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Th e department store was popularized before widespread use of the 
automobile, so the primary way that these destinations were reached was 
by foot or by train. Many of the early department stores found themselves 
located near a railway station and in the more densely populated city 
centers. Th ese department stores, with there proximity to densely 
populated areas and areas of high traffi  c, became events and destinations 
in and of themselves.
Much the same as future retail 
transformations and evolutions, the 
department store became a location 
for the distribution of large amounts 
of varied merchandise. One could 
argue that the department store 
is largely responsible for the 
commodifi cation of life in America. 
Th ese hubs became a way of life and 
spectacle, and they attracted people 
to buy in ways that they had not 
bought before.
As product selection increased in 
environments that had constricted 
land space, the physical store 
responded by pushing upward 
rather than outward. Harvard’s 
Design Guide suggests that this was 
possible because of inventions such 
as the elevator and the escalator.10
Th e department store windowfront 
became a place of pedestrian 
interaction and visual stimulation.11 
Th is space became a billboard and 
an architectural intervention on a 
public scale, diff erentiated from the 
upper portion of the building, as 
depicted in Figures 1 and 2. Jeff rey 
Hardwick notes that Victor Gruen’s 
department store designs were made 
to be theatrical and a form of a 
show. Th e show started right on the 
sidewalk at the show window.12
Figure 1: Joslins Department Store
Figure 2: Gold’s Department Store, Lincoln, NE
27
While previous models of retail had focused so intently on gathering 
people into the city center, (i.e. the Agora, the bazaar, the department 
store) the emergence of the mall began to reestablish the way in which 
the city was understood. Th e strip malls and tax-payer blocks which had 
dominated the era prior to the war still relied heavily on people shopping 
in the city center, albeit a sprawling centralization. Aft er the war, there 
spiraled the rapid fl ight from the City Center to the newly emerging 
suburbs.
One factor that largely led to the emergence of suburbia was the rise 
in personal automobile ownership, partially attributable to the rise in 
the middle-class American. As the personal vehicle proliferated, the 
concentration of people shift ed to the more vehicle-friendly suburbs. 
Richard Sennett, in his book Th e Fall of Public Man, asserts that, “In the 
American middle-class suburbs of the 1950s, single-functioning planning 
reached an extreme instance (...) with the services for families in those 
houses located somewhere else: a ‘community center,’ an ‘education park,’ 
a shopping center, a hospital ‘campus.’”13 Th is assertion identifi es a drastic 
shift  in the lifestyle of middle America through a shift  in the location of 
living as well as access to amenities.
Th is shift  began to drastically change the way in which people could get 
to the commodities that they needed. Th e shift  in living location as well 
as automobile reliance demanded a new way to conceive of the retail 
experience. Th e congestion of city centers and the largely open suburbs 
contrasted greatly with each other in immediate appearance.
G r u e n 
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13. Sennett, Richard. Th e Fall of Public Man. New York: Knopf, 1977.
14. Hardwick, M. Jeff rey., and Victor Gruen. Mall Maker: Victor 
Gruen, Architect of an American Dream. Philadelphia: University of 
Pennsylvania Press, 2004. 72.
15. Ibid, 121.
16. Ibid, 152
17. Ibid, 153
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Identifying the shift ing needs of a post-war society, Victor Gruen 
determined a new course for the formation of shopping and for the city.14 
Th e supplantation of the downtown city centers by the suburban shopping 
centers, while not being the desired outcome of some retailers, became the 
ultimate expression of suburban dominance in post-war America.
Gruen anticipated the suburban 
shopping center to be the means 
to the end of the sprawl that was 
grasping hold on the American city 
of the 1950s, a way of bounding the 
sprawl of the city.15 Th e alternate 
aff ect took hold of the areas 
surrounding the suburban mall, 
where the mall did not contain 
the sprawl but exacerbated the 
condition. 
Th e attempt to create a new retail 
model, while not intending the 
demise of another retail, ultimately 
sentenced the downtown city center, 
which had long been the center of 
commerce, to a swift  and decisive 
death.16 Th e islands of self-inclusive 
faux social space, reached only 
through a commute in a personal 
vehicle, created a world isolated 
from the pangs of an outdated 
downtown version of retail. No 
longer was the shopping done in the 
same manner that had dominated 
the many years prior to the enclosed 
mall. While shopping itself had not 
truly changed, there was a drastic 
shift  in how the city refl ected 
shopping.
Gone were the days of shopping in windows that lined the streets of 
a pedestrian oriented society.17 Shoppers once bustling through the 
congested city centers of the past opted to pile into the climate controlled 
imitation cities of tomorrow. Th is promise of tomorrow exploited a 
society, which decidedly experienced life from the comfort of their cars, 
which sought out new destinations only achieved by the automobile, and 
which wanted to fi ll new houses with a newly acquired affl  uence.
” i n  t h e  A m e r i c a n 
m i d d l e - c l a s s 
s u b u r b s  o f  t h e 
1 9 5 0 ’ s ,  s i n g l e - F u n c t i o n i n g 
P l a n n i n g  R e a c h e d  a n  e x t r e m e 
i n s t a n c e  ( . . . )  w i t h  t h e  s e r v i c e s 
f o r  f a m i l i e s  i n  t h o s e  h o u s e s 
l o c a t e d  s o m e w h e r e  e l s e :  a 
‘ c o m m u n i t y  C e n t e r , ’  a n  ‘ E d u c a t i o n 
P a r k , ’  a  s h o p p i n g  C e n t e r .  a 
H o s p i t a l  ‘ C a m p u s . ’ ”
- Sennett, Richard. The Fall of Public Man. 1977.
29
Gruen, in analyzing the potential future of a post-war retail, criticized 
the tendency of development to be done so through old models of 
arrangement. His criticism attacked the tendency to dwell in what he 
viewed as antiquated trends of retail design. He noted unambivalently 
that the only progress of retail development immediately aft er the war was 
the introduction of more parking than before, albeit without any direct 
transformation to the physicality of the retail establishments themselves.18
During the years of World War II, the Architectural Forum proposed 
the radical transformation of American development, using the city of 
Syracuse, New York as an example city for implementation across the 
United States. Th is new city development, called 194X, would revolve 
around a non-fantastical approach to design for the post-war era. Th e 
aim of this projective city was a provocatively reimagined prototype for 
the city of tomorrow, through the design language of the time rather than 
through an entirely new aesthetic vocabulary.19 Th e exercise of the new 
city plan called on Victor Gruen to imagine how retail would fi t into the 
new dynamic of Syracuse - and ultimately the rest of American cities.
It was in this exercise that Gruen and Kummeck fi rst projected an 
enclosed mall as a means for locating retail spaces. Th e enclosed center 
was hastily shot down by the journal editors.20 However, the ultimate 
outcome of the project was an understanding that the shopping center 
also necessarily engaged in a social manner. Th e retail, throughout this 
time, was concerned highly with creating social spaces as a byproduct.
Th e 194X shopping center anticipated by Gruen and Kummeck was 
created to appeal to both the motorist and the pedestrian. Th e outcome of 
the shopping center was a large increase in parking to the periphery with 
a focus on the pedestrian toward the interior of the shopping space.21 It 
acknowledged the way in which people were getting to retail, which the 
downtown centers were no longer capable of doing.
18. Jeff rey Hardwick, and Victor Gruen. Mall Maker: Victor Gruen, 
Architect of an American Dream. Philadelphia: University of 
Pennsylvania Press, 2004. 72.
19. Ibid, 73.
20. Ibid, 82
21. Ibid, 81.
22. Ibid, 128.
23. Ibid, 131.
24. Ibid, 142.
25. Ibid, 144.
26. Ibid, 158.
27. Ibid, 216.
28. Ibid, 217.hi
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Th e 1945 opening of Northland Shopping Center in Detroit received 
the accolades of being a new type of shopping environment. Northland 
boasted of being the largest shopping center built at the time.22 Most 
notable about Northland was its diversion from the tendency of retail 
development to situate itself in a strip around a central roadway. 
Northland situated itself in clusters rather than long strips. Additionally, 
the shopping center broke from tradition by locating itself between two 
major roads, rather than directly on a major road, necessitating a private 
system of roads.23
While this initially suggested proposal for an enclosed center was not 
fully realized, Gruen did not abandon the idea of an enclosed shopping 
center. In 1952, Victor Gruen began designs for the Southdale Shopping 
Mall, which opened later in 1956. Th e Southdale Shopping Mall was 
the fi rst fully enclosed shopping center to be built in the United States.24 
Th e precedence set by Southdale rippled swift ly throughout the U.S. and 
quickly became the expected retail experience of suburban America. 
Jeff rey Hardwick asserts that the suburban shopping mall was the 
grandest shift  away from the traditional city center retailing, and, by way 
of shift ing, created a brand new shopping experience. Hardwick dubs this 
new shopping mall to be “a new commercial palace for suburbanites.”25 
Southdale had a lasting impression on the American landscape for years 
following, until it would become apparent that the mall was no longer the 
most acceptable form of retailing.
Success from Victor Gruen’s shopping centers accelerated the construction 
of shopping malls in suburbia.26 It was this very acceleration that Gruen 
lambasted later in his life. He criticized the “perversion” of his community 
centered shopping malls by American developers.27 Gruen even lamented 
that this new wave of shopping malls had, rather than his anticipated 
containment of sprawl, euthanized city centers and encouraged big 
business to control retail.28
As focus shift ed toward the dominance of the automobile, so shift ed the 
development patterns of the city. Th e congested city centers relocated to 
the suburbs at a rapid rate all across the country. It was this mass exodus 
from the city center that marked the technological infl uences upon the 
built environment. Gruen’s enclosed shopping mall of the mid-1950s 
would not have been possible without the automobile and the invention 
and implementation of air conditioning systems.
Th e enclosed shopping mall is exemplar of the impact of technology on 
physical retail manifestation. Th e transformative impact is felt at both an 
individual store scale as well as at a city scale.
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Th e emergence of the extreme consumer culture of the late 1960s inspired 
the project “No-Stop City” by the group ArchiZoom. Andrea Branzi 
notes that the project was a commentary on the culture of the time, 
stating, “Th e real revolution in radical architecture is the revolution of 
kitsch: mass cultural consumption,pop art, an industrial-commercial 
language. Th ere is the idea of radicalizing the industrial component of 
modern architecture to the extreme.”29 Th ere was a direct commentary 
on how the consumer culture grasped a hold on the fabric of society. Th is 
commentary speculated, in multiple iterations, the potential impacts of 
extreme consumerism.
Th e focus on this consumerism brought about spaces which unabashedly 
dotted the landscape in endless planes of repetetive ambiguity. Th e 
interiors were no less ambiguous than the exteriors. Th e commentary 
is that the project made was about the placeless quality of the spaces, 
specifi cally that of the growing retail market. Th is dialogue becomes 
apparent through the imagery created by Archizoom, shown in Figures 3, 
4, and 5. Each image depicts how everyday life is enclosed into the large 
mega-centers of the newer American city.
Th e large spaces house people and every aspect of their lives. Th ese 
inhabitants are freed from the traditional city, but are prisoners to the 
radical architecture of the consumerist society. Th ese spaces contain 
remnants of the outside world, as if symbolizing a disregard for the 
placement or repetition of these prodigious, enclosed spaces. Later 
sections will discuss No-Stop City in greater depth.
29. Branzi, Andrea. No-stop City: Archizoom Associati. Orlé ans: HYX, 
2006.
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Figure 3: No-Stop City, Archizoom.
Figure 4: No-Stop City, Archizoom.
Figure 5: No-Stop City, Archizoom.
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As previous sections indicate, consumerism is the means through which 
a capitalistic society locates itself, both in a literal sense and in a fi gurative 
sense. Th e city of retail defi nes itself based on the intersection of retail 
and public life. It is through this understanding that this thesis begins to 
place itself, within the realities of a city of capital and the consumerist 
tendancies therein.
Within this section, there are two graphics which depict the amount of 
retail per capita in the United States in the last 37 years (Figure 6) and 
the amount of new retail being constructed each year in the last 34 years 
(Figure 7.) Th ese graphs illustrate a large increase in both the square feet 
per capita as well as new retail built each year up until 2007. Th e economic 
depression had a severe impact on both categories being depicted.
Th e current reality of retail is that physical retail is at present hurting. Th e 
graphs both show a decline of the presence of retail and suggest a further 
disappearance. As retail begins to decline in physical presence, questions 
of vacancy and spatial occupation come to the forefront of conversation. 
Th ese spaces, that some argue is the only public space left , leave areas with 
little for public interaction.
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T h e  f u t u r e  c i t y 
W i l l  B e  s h a p e d  b y 
t h e  c h a n g i n g  R e t a i l 
e n v i r o n m e n t
37
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Figure 6: CoStar; Halzak, Sarah. Washington Post. There really are too many stores. Just ask the retailers.
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Figure 7: CoStar; Halzak, Sarah. Washington Post. There really are too many stores. Just ask the retailers.
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D i g i t a l 
R e t a i l
30. Andrew Edgecliff e-Johnson, “Gloomy Future seen for Many Online 
Retailers,” Financial Times, 13 April 2000, 24.
Early in the beginnings of online retailing, business analysts did not see 
potential growth in the sale of goods online. In 2000, Andrew Edgecliff e-
Johnson asserted that “Most of todays online retailers will be driven out 
of business or taken over by 2001...”30 Th is Financial Times article did not 
see a future for online selling, and initially this appeared to be accurate. 
However, the sale of goods online has inversely shaken the physical retail 
environment since the early 2000s.
Figure 8 from the U.S. Census Bureau depicts a shift  in the growth of the 
retail sector. Th e majority of the growth in the retail and trade industry 
has been in the growth of e-commerce sales. Traditional retail sales have 
seen marginal growth in comparison to the growth that has been made 
in online sales. Many companies fi nd it more benefi cial to focus on their 
online sales rather than their underperforming brick and mortar selling 
formats.
Figure 9 illustrates how diff erent retail categories lend themselves to 
online sales. It becomes clear that areas such as books and media or 
apparel have a far greater likelihood to have online sales than areas such 
as grocery. Th is graph makes it clear that grocery sales, at present, are less 
likely to be made online.
Figure 10 illustrates how where many analysts suggest the retail market 
will be in the near future. Th e chart illustrates that by 2030 18% or more 
of all sales may be made online across all of the retail market. When 
comparing this to Figure 9, one may note that some retail categories will 
be far higher than 18%.
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2 0 0 0 :  “ m o s t  o f  t o d a y ’ s 
o n l i n e  r e t a i l e r s  w i l l  b e  d r i v e n 
o u t  o f  b u s i n e s s  o r  t a k e n  o v e r 
b y  2 0 0 1 . . .
- Andrew Edgecliff e-Johnson, “Gloomy Future seen for Many Online Retailers,” Financial Times, 13 April 2000, 24.
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Figure 8: Growth in Retail Sales, U.S. Census Bureau E-Commerce Data
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Figure 9: U.S. Census Bureau E-Commerce Data
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Figure 10: Gary Hoover, “The Future of ECommerce vs. Bricks & Mortar Retailing,” 2016
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18%
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R e t a i l  =  1 5 %  o f  u . s .  b u i l d i n g s
- International Council of Shopping Centers, Harvard Project on the City: Shopping Estimates, U.S. Energy Information 
Administration
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8 , 6 0 0 + : 
T o t a l  s t o r e s  t o  b e  s h u t t e r e d 
i n  t h e  U . S .  i n  2 0 1 7 .  ( e s t )
-Durden, Tyler. “”The Retail Bubble Has Now Burst”: A Record 8,640 Stores Are Closing In 2017.” ZeroHedge. April 21, 
2017. 
6 , 1 6 3 : 
T o t a l  s t o r e s  s h u t t e r e d  i n 
2 0 0 8 ,  w h i c h  i s  t h e  r e c o r d  t o 
d a t e .
-Durden, Tyler. “”The Retail Bubble Has Now Burst”: A Record 8,640 Stores Are Closing In 2017.” ZeroHedge. April 21, 
2017. 
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most Affected
Figure 11: Most and Least Aff ected Retail Sectors, Image by author.
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LEAST Affected
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1 4 7 , 0 0 0 , 0 0 0 + : 
s q u a r e  f e e t  o f  r e t a i l  s p a c e  t o 
b e  v a c a t e d  i n  t h e  U . S .  i n  2 0 1 7 . 
( e s t )
-Durden, Tyler. “”The Retail Bubble Has Now Burst”: A Record 8,640 Stores Are Closing In 2017.” ZeroHedge. April 21, 
2017. 
2 , 6 4 0 , 4 9 2 , 0 0 0 : 
s q u a r e  f e e t  o f  r e t a i l  s p a c e  t o 
b e  v a c a t e d  i n  t h e  U . S .  b y  2 0 3 0 . 
( e s t )
- (Based on estimates provided by):  Gary Hoover, “The Future of ECommerce vs. Bricks & Mortar Retailing,” 2016
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P o r o s i t y  o f  s p a c e s
R e d u c e d  S q u a r e  f o o t a g e
B a c k  o f  H o u s e  E l i m i n a t e d
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F o r w a r d
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Figure 12: Adjusting Harvard’s Timeline, Image by author.m
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the polarization of wealth 
has drastically increased, 
largely removing the middle 
class from the wealth 
distribution
DWINDLING MIDDLE-CLASS
population is shifting from 
the suburbs to the city core, 
leaving the suburban areas 
to be less affluent
LOCATION OF LIVING
ONLINE SHOPPING
ease of fast access to 
goods and information 
shifting in favor of online 
platforms
CONSUMER HABITS
greater likelihood to spend 
on events and experiences 
rather than retail goods
ABANDON MALL
BIG BOX
LARGE SPACE RETAIL
CITY CENTER SHOPPING
EXPERIENTIAL RETAIL
DOWNSIZE SQUARE FEET
Figure 13: Spatial Results, Image by author.m
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ADAPTIVE REUSE
CREATE PERIPHERAL PUBLIC 
SPACE
VARY PROGRAM
DE-SPATIALIZED RETAIL
-use by other programs
-creation of other spaces using current space
(i.e. McAllen Main Library - St. McAllen, TX)
-subdivision of spaces for different spatial conditions
-creation of mixed use environments
-diversification
(i.e. Belmar - Lakewood, CO)
-new methods for getting products to people
-digital show rooms with physical presence
-catered advertising
-integration into spectacle and event
(i.e. Warby Parker Flagship Store - New York, NY)
(i.e. Kate Spade Saturdays - New York, NY)
(i.e. Hointer - Seattle, WA)
(i.e. Property Of... - Amsterdam, Netherlands)
-elimination of current retail infrastructure
-turning over land to public spaces (i.e. parks)
(i.e. Columbus Commons - Columbus, OH)
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Figure 14: Urban Walmart, Image by author.
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Figure 15: Perversion and Pervasion of Retail, Image by author.m
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Figure 16: Retail as Play and Pickup, Image by author.m
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Figure 17: Showroom Not Store, Image by author.m
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31. Branzi, Andrea. No-stop City: Archizoom Associati. Orlé ans: HYX, 
2006. 156.
32. Ibid. 151.
Th e Archizoom Associati writes in the article “City, Assembly Line of 
Social Issues” that, “the modern city ‘is born in capital’ and develops 
within its own logic: capital dictates its own General Ideology to it, 
and this in turn conditions its development and confi guration.”31 Th is 
statement directly correlates to the group’s viewpoint that the urban 
landscape is driven and controlled by capitalistic infl uences, being: 
confl uent as forces, incapable of being separated, and inextricably mired 
to a mindset of constant consumption. In many senses, Archizoom’s 
writings on the city could be construed to critique the urban fabric as 
being reliant on capitalism under the guise of freedom.
If one subscribes the notion that the capitalistic city must be developed 
through profi t driven means, then it would be a fair assessment to link 
the nature of retail to the nature of the city. Where retail presently locates 
itself, there can the city ideally thrive. It is, however, not the sole means of 
expansion for the city. Just as the city forms around a series of events, so 
too does retail follow in many instances. 
Where once retail, in the American city, found itself following the people 
to the largest population densities (i.e. the city centers,) there later was 
a shift  outward toward the suburbs of the city. As has previously been 
discussed, the city center suff ered to the alternative suburban mall retail 
centers that began to become prevalent in the 1950s. Th e once robust 
suburban malls then faltered with the big box phenomenon that came out 
of the 1980s and 1990s. Within the space of the city, each successive shift  
altered the fabric surrounding retail.
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Th e capitalistic city lives in the spatial reality of consumerist tendencies. 
If tendencies of the consumer are to change, as they have throughout 
history, one may anticipate a changing urban environment, as has 
been the case throughout the time span of shopping. Harvard’s Design 
Guide, as was previously studied, lays out a clear historical tracing of 
the progression of physical shopping throughout history. It is through 
this tracing that one is able to situate the present presence of retail. It is 
through this same dialogue about the changing nature of the physical 
store as it reacts to evolving stimuli.
What Archizoom’s “No-Stop City” was able to do was a projective look 
forward at the shape of the city with unfettered shift s from the city as it 
was known historically. Th e group’s imagery shows an architecture that 
encompasses all portions of life. Th ese massive structures are void of any 
architectural interest, a deliberate isolation from outside factors. One may 
understand this gesture to focus solely on the constructs of the interiors, 
that the exterior becomes irrelevant to the introverted society that inhabits 
these structures.
Th e importance of Archizoom’s 
“No-Stop City” lies in its enthusiasm 
to understand how architecture, 
specifi cally architecture in a 
capitalist city, may begin to liberate 
people from the boundaries 
inherent in the historical city. 
No-Stop City was seen as a, “total 
commodifi cation of products and 
life, aff ording a gain in freedom 
and independence.”32 No-Stop City 
aimed to free the city of architecture 
through its merging of nature and 
space.
Th e realities of the enclosed 
suburban mall and the big box 
store share a common sentiment to 
that of No-Stop City. Th e needs of 
everyday life are engulfed by the
massive roofs of consumption. Th e facades of complacency are rooted in 
the sin of total utilitarian design, fostered by the ability to capture life in 
the confi nes of the interior. Th ese spaces dominate the city of yesterday, 
shrines to the past glory of the golden age of physical retail.
As this retail of yesterday cedes to the promise of tomorrow, the next big 
“ T h e 
I n d u s t r i a l 
d e s i g n  c o n c e p t 
w a s  i n t e r p r e t e d  a s  a  t o t a l 
c o m m o d i f i c a t i o n  o f  p r o d u c t s  a n d 
l i f e ,  a f f o r d i n g  a  g a i n  i n  f r e e d o m 
a n d  i n d e p e n d e n c e ” 
- Branzi, Andrea. No-stop City: Archizoom Associati. Orlé ans: HYX, 2006. 151.
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thing, one may question where the city goes. As Archizoom understood, 
the city of capitalism, in order to be meaningful to its present, must free 
itself from the organic logic of the historical city’s formation. 
In an exercise to reimagine the physical reality of the present retail 
environment, a series of images have been created based on the fabric 
of real cities. Th ese reimagined cities give way to the changing notion of 
the physical retail environment. Th e historic understanding of the city 
gives way to new modes of retail, which in some instances visibly defy the 
apparent logic of city spaces. Other transformations, while not noticeably 
challenging to the fabric of the urban environment at fi rst glance, take 
a strong, very anti-urban stance on the city. Th ese examples will be 
explained briefl y as a progression of selected portions of cities that have 
very diff erent urban languages and retail interactions.
New York City, a city synonymous with fashion, retail, and spectacle 
becomes an immediate target as an alterable locale with the major shift s in 
retailing that are likely in the near future. As the image in Figure 18 shows, 
there are retail, housing creatures that have invaded the city fabric and 
overcome the current city. Th ese creatures replace large portions of the 
city with an alternate to past retail models. Th ese new creatures provide 
a new approach to supplying the dense population living on the island. 
Places like 5th Avenue that enjoy crowds of people almost solely because 
of the concentration of high end retail may begin to lose relevance.
One could argue that only large cities such as New York City are able to 
maintain physical retail in the manner that they historically have. Th is 
person may additionally argue that places like New York City are much 
the same as a theme park or natural wonder. Th ey may argue that people 
go to these cities only as an event, an activity, for the thrill of saying that 
they have shopped in New York City.
While people do venture to cities for the novelty of being in these places, 
part of this mindset is set in the notion that people must go somewhere to 
shop. Cities such as New York City become very prone to alteration with a 
stark divide between the total absence of physical retail and the high end 
showrooms more likely than monstrous spaces of shopping. Th e absence 
of a physical retail would free up time for people to explore the many 
other museums, restaurants, and events off ered in Manhattan.
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Figure 18: “Manhattan Sans-Store.” Image by author. 23 April 2017.
75
Figure 18: “Kansas City Without the Country Club Plaza.” Image by author. 20 April 2017.
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Places long considered to be retail destinations fi nd themselves 
upended in the most unfl attering fashions. Th ese mainstays no longer 
can function in the manner that they once had because of a changing 
consumer mindset. Where once retailers controlled how people 
shopped, e-commerce has forced retailers to respond more directly to 
the consumer. Retailers shaped what people wanted and how oft en they 
could get the commodities, but access to immediate fashion and instant 
gratifi cation has shortened the attention span of the average American 
consumer. Traditional methods of retailing no longer can suffi  ce in this 
altered retail pyramid of consumer driven commodities.
Kansas City is home to one of the very fi rst shopping malls in the 
United States. Th e Country Club Plaza has been a very long lived retail 
destination set in a much more suburban landscape. It has served a 
wealthy grouping of people throughout its time span, while maintaining 
its viability as a prominant destination, even as many malls close and 
decay. Even the most robust of present day retail is not immune to the 
collapse of major portions of physical shopping. While the Country Club 
Plaza was designed to have a walkable quality to it, this regional shopping 
center was in fact made to easily accomodate the car. 
Th e Country Club Plaza, being an early suburban area, has developed a 
more midtown quality to it. A greater density has developed around the 
shopping district over the lifespan of the area. In the exercise to reimagine 
the city, the midtown response focuses on this area of Kansas City. Th is 
node is exemplar of a a shift  of retail that has always had a car oriented 
environment. Unlike the predecessor of the City Center, the midtown 
environment was developed as an area that was more enticing to the 
motorist of the early suburban period.
Th e imposition of a grid of housing and distribution is a drastic alteration 
from the larger blocks of motorist retail. Figure 18 depicts Kansas City 
without the Country Club Plaza as a means of further consumption. Th is 
area would seem apparently hard hit because of its reliance on retail to 
create public spaces. Th is shopping district does not rely solely on retail as 
a means for population of the space, but it is the predominant reason that 
the area has been such a success historically.
77
Figure 19: “Lincoln Without the Gateway.” Image by author. 20 April 2017.
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As has been previously discussed, the shift  toward suburbia was an 
upheaval in the American city. Th e move of people and public life to the 
periphery of the city led to a disenfranchisement of the city center. As 
companies saw larger sales growth in their suburban stores, the stores of 
the city centers were slowly shuttered and left  vacant. Th is shift  illustrates 
how powerfully commerce shapes the city and public life.
Th ese suburban shopping centers, which found their initial creation as a 
recreation of the once lively city centers, became islands to the American 
motorist consumer. Th e American consumer needed to make well 
planned out trips to the centers of commerce.
Th e gradual shift  from downtown, to strip retailing, to suburban shopping 
illustrates a denegration of public life. Th is denegration can be attributed 
to the means for distribution as the removal of true public space from the 
fabric of the city. Th e shift  outward removed spaces of public life as people 
depublicized themselves by their use of the automobile.
As this portion of the city fabric is upended, the question of public space 
is immediately clear. Suburbia has long relied on shopping malls and 
shopping centers as the means to gain access to public space. As has 
previously been discussed, the suburban mall was intended to be the new 
city center, so its removal becomes disastrous for its subservient areas.
Lincoln, Nebraska’s Gateway Mall is a plain example of the early shift  
away from city center shopping and the single function planning that 
surrounded these centers of commerce. As the city reformed around 
Gateway Mall, public life in the downtown area became non-existent for 
years.
Th e imagery in Figure 19 illustrates how the replacement of Gateway Mall 
with the grid of housing and distribution leaves the area with the single 
functioning of low-density housing. Th is area is left  with the future need 
to reconsolidate and densify in order to remain relevent. If this suburban 
area does not adapt, it will degrade to the low quality nature that the 
midtown areas had become aft er the larger suburban malls came into 
popularity.
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Th e following pages contain the created imagery that was generated 
for the fi nal presentation of this thesis. Th ese depictions were a curated 
selection of the totality of the work generated over the length of the 
school year. Th ese depictions are the result of the work done in the second 
semester of the thesis.
Th ese depictions capture the essence of the entirety of the city through 
a cross section of various portions of diff erent cities. Th rough the four 
diff erent nodes of these cities lies a thematic acquiescence of the altered 
retail reality. While the city currently subjugates itself to retail and 
consumption, the removal of retail further subjugates the city to the 
process of buying  and consuming in a capitalistic society.
Th e matrix of images relies on the statistics covered in the fi rst portion of 
the thesis to create a provacative but believable depiction of the future of 
the city in a Post-Spatial retail reality. Th e matrix is divided to give equal 
and comparable representation of the images within each portion of the 
city being represented.
While individual locations have been chosen to to depict a potential future 
of the city of capital, the cross section created is intended to be viewed as 
one American city in its entirety. Multiple city examples have been chosen 
to give a more global feel for the cross section of this future city. Th e 
representation of multiple places gives both a place and a placelessness to 
the scenario being unfolded in the thesis. Th e city is both somewhere and 
nowhere simultaneously. Th e grid in Figure 20 depicts the overall layout 
of the boards created for the exhibition of the project.
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Figure 20: Exhibition Key, Image by author.
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Th e imagery depicted here locates itself in 
the Meatpacking District in New York City. 
Th is area has, in recent years, gentrifi ed 
and developed itself into a vibrant and 
robust retail scene. Th e area is notably more 
urban in nature and contains mixed use 
development rather than the singular use 
retail development that dominates many 
suburban and rural retail environments.
Th is image begins to project a commentary 
on how the general public, in the future, may 
no longer need or desire to interact inside the 
physical store in the way that it once had. Th e 
dialogue in this image is a critique of the de-
spatialization of retail by means of delivery 
and technology.
In this image, there is a woman looking into 
a window that acts as a mirror and changes 
her appearance in an attempt to market 
clothing that she may like. Th ere is also a 
woman simultaneously discarding a clothing 
item while also ordering a clothing item that 
she sees in the window. Th is specifi c example 
is a commentary on the rate of turnover of 
the fast fashion that is taking hold on the 
clothing retail market. Additionally depicted 
is a man who is simultaneously ordering an 
item while having a diff erent order delivered 
to himself as he walks.
A once robust retail area is reduced to mere 
facade retail. Th e retail becomes, in many 
senses, appliqué and only superfi cial in 
nature. Th e square footage of the store is 
reduced to shallow window space, and there 
is unapparent use beyond the window store. 
While the retail spaces are hard hit by the 
lack of physical space, the housing and offi  ce 
spaces which currently occupy the upper 
fl oors of these buildings may likely be left .
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Th e aim of this drawing is to emphasize the 
impacts to the more established Mid-town 
portion of the city. While the fabric of the 
suburbs and newer developments are fairly 
transitory in nature, this older fabric must 
transform in a diff erent manner because it is 
much more static and defi ned in nature.
Th is drawing depicts the Kansas City 
Country Club Plaza, which is one of the 
original shopping centers to be built in a 
suburban context. Th is shopping center was 
initially built at the periphery of the city, but 
it has since grown to become a vibrant part of 
the Mid-town area of Kansas City.
Th is shopping center was initially designed 
to be less densely populated than that 
of the traditional city center downtown. 
Th e Country Club Plaza was designed as 
much more of a destination. Th e space was 
designed to accommodate greater densities of 
parking to allow for walkability upon arrival 
to this node of Kansas City.
Notable in this image is the direct removal 
of portions of the current fabric of the mall. 
Buildings give way to the fulfi llment centers 
depicted in the image. Being a largely car-
centric location, the mall loses much of the 
population that once ventured to the area.
Only small portions of the original fabric 
of the shopping center remain intact. 
Th e revision of the space creates a new 
environment lacking in a public quality. Th is 
space may likely become solely a distribution 
node because of its access to major roadways 
and its adjacency to the housing surrounding.
Th e image depicts very little human 
interaction because the area is a destination 
shopping location, and it is less accessible by 
foot, making it likely to suff er.
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Th is drawing illustrates an apparent 
disconnect of the social aspect of “public 
space.” One may notice onlookers who are 
pointing into the closet of a private residence, 
which has displayed the usually hidden 
armoir as a form of exterior architecture. A 
visible closet is very directly an oxymoron in 
the use of closet as something secret, hidden, 
or covert as it has become socially used. Also 
noticeable is the lack of automobile usage in 
favor of visible closet space for the house.
Th e use of a “factory” backdrop evokes a 
sense of an industrial revolution of the past. 
Th is usage is meant to link the consumerism, 
which rose out of the Industrial Revolution 
and has since increased, as a continuance into 
the future. Th is imagery is meant to describe 
a future which is still concerned with buying, 
however the drones in the skyline lead us to 
believe that people do not care to get things 
in the same manner that they once had 
gotten them. 
Th e scene, set in a 1950s suburbia, depicts 
a woman ordering a cup of sugar, which is 
refers to the maxim of asking your neighbor 
for a cup of sugar in a pinch. Rather, this 
notion is deserted in favor of delivery, thus 
socially separating neighbors from the 
commonalities of suburban neighborliness. 
Additionally, this woman is disengaged from 
the occurrences of the rest of the street space, 
visually indiff erent to her surroundings, 
concerned with the immediacy of her order 
delivery.
Th is scene can be understood to be a 
repurposed part of a present town. Th e 
removal of the understood retail spaces in 
contemporary fade and leave the current 
suburbanite without their faux social spaces. 
Post spatial retail in suburbia anticipates a 
society that defi nes itself with a blending of 
personal and public space. Th is is a vestige of 
a former way of life.
105
5 10 20 30
house with no closets for clothing coupled closet spaces
ex
hi
bi
tio
n
106
expanded room closets exposed storage
107
ex
hi
bi
tio
n
108
109
ex
hi
bi
tio
n
110
111
ex
hi
bi
tio
n
112
Th e basis of this drawing is to defi ne the 
potential future of spatial development as the 
city begins to grow and develop in a Post-
Spatial retail environment. With the removal  
of physical retail, the city is liberated from the 
traditional development that ties population 
to the current need for physical retail to 
occupy the direct adjacency to the people 
that it serves.
Th is drawing looks at how a newer “Amazon 
City” creates citizens who are public in their 
own enclosed city, but are cut off  from the 
rest of society in many manners. Th e town 
is made with the ability of the individual 
distribution center to be able to supply its 
immediate surroundings. 
Each town is self-inclusive in its ability to 
provide for the citizens of the node. Th e node 
locates the necessities of everyday life: living, 
public space, the distribution facility, housing 
only a small selection of immediate goods, 
and spaces for recreation. 
Th e arterial of consumption looms as an 
elevated and imposing fi gure, watching over 
the distribution village as a watchdog. Almost 
evil and sadistic, the conduit is the only 
lifeline of the node to the outside world.
Th is hedonistic society is free to enjoy the 
pleasures of life outside of the physical store. 
Th e society, however, appears contrived and 
lacking in the diversity which was off ered 
in the historic city centers, that are now 
failing. Th ese people are free to wander the 
homogeneous fabric of the city at their leisure 
and window shop into the private residences 
that occupy the spaces of the Amazon Island.
113
LOADING DOCK
SELLING FLOOR
ex
hi
bi
tio
n
114
STORAGE SPACE PICKUP COUNTER EXPOSED CLOSET
ROOM SIZED CLOSET DRONE TAKEOFF PAD STORE AWNING
LINEN CLOSET ROADWAY THROUGH BUILDING EXPOSED CLOSET
115
ex
hi
bi
tio
n
116
117
C o n c l u s i o n s
As the retail sector shift s toward a more online driven consumer cycle, 
it is a fair assessment to conclude that physical retail will be hurting and 
likely disappear in forthcoming years. Statistics from numerous business 
analysts do anticipate a reduction of stores and square footages of retail 
businesses.
Where once the act of selling consumed the public realm, the future of 
retail potentially dismisses the public. A consumer driven society lives 
in the reality of the new city of capital, which no longer conforms to the 
spatial realities of the past. People interact with spaces in much diff erent 
ways than before.
Th e imagery given in this thesis is provocative in nature to be a critique 
and commentary on the changing nature of retail. Th e imagery is 
transitory in nature and the fi nal set is meant only to be the beginning 
of a continual dialogue about the future development of the city and of 
the retail sector. A Post-Spatial retail reality is meant to criticize the city 
of capital and suggest an alternative to the use of consumerism to defi ne 
public space.
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